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INTRODUCTION 


How This Study Will Help Merchants 


Merchants will find this study valuable in giving information as to the 
buying habits of their patrons and prospective customers. Most merchants 
have as their patrons not everyone in the community but, instead, they have 
certain groups. These groups have different buying habits depending upon 
income, business connections, social status, etc. 


In section four of this study there is a description of the several groups 
found in most communities. In the next section are given the characteristic 
buying habits of each group. This is followed by an analysis showing the 
buying habits of the various groups in purchasing various types of com- 
modities. 


In using this report a merchant should first determine the groups which 
are his patrons; second, find out the general buying habits of the groups in 
which he is most interested; and third, find out the buying habits of the 
groups as applied to certain types of commodities. Such information should 
be valuable as a guide to proper merchandising and will, perhaps, stimulate 
further thought and study on problems of purchasing, pricing, advertising, 
and selling. 
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A STUDY OF THE BUYING HABITS Ors 
PEOPLE IN A SMALL CITY ACCORDING TO 
ECONOMIC AND SOCIAL GROUPINGS 


I. Objectives of the study 


In a recent report* by the Bureau of Business Service, the places where 
Delaware, Ohio, people buy and the principal reasons for out-of-town pur- 
chasing were set forth. The present report shows the buying habits of cer- 
tain groups which make up the total population of this city, and points out 
how such habits vary with the type of goods bought. 


II. Where Delaware people buy 


Varying with the kinds of commodities purchased and with the classes of 
buyers, from 80% to 95% of Delaware people buy at home. The greatest 
volume of out-of-town trade goes to the nearby city of Columbus. Besides, 
the mail order houses attract quite a bit of trade from some classes of people 
and in certain kinds of merchandise. Other competitors of local merchants 
are comparatively unimportant, though the number of persons buying in 
two or more places varies from 5% to 10% according to classes of buyers and 
of commodities bought. 


III. The principal reasons for out-of-town buying 


The reasons for out-of-town buying differ greatly with the classes of 
people and kinds of goods. The outstanding attractions for trading away 
from home seem to be lower prices and larger assortments, with the element 
of style varying greatly with the different commodities. The residents of 
Delaware seem to get the idea that out-of-town prices are lower and assort- 
ments larger principally from the advertisements in Columbus papers, tho 
the mail order catalogs doubtless play their part. Style goods, especially 
women’s apparel, when not purchased in Delaware, are bought largely in 
the Columbus stores where large stocks of up-to-the-minute garments may be 
inspected before buying. Both fit and style are thus sought. Of the non- 
style goods purchased out of town, a good part are bought from mail-order 
houses on account of the larger selections and lower prices. 


Residents do not go out of Delaware to buy because they feel that local 
stores are untidy or because they are not properly served by local sales people. 
In fact, the percentages which indicate the importance of these two reasons 
are so small as to be negligible. 


*A Survey of the Buying Habits of a Small City,’’ Bureau of Business Service, Ohio Wesleyan 
University, - January, 1927. 
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IV. The purchasing groups which make up the population 
of Delaware 


The findings in the two preceding sections are based on a study of the 
community as a whole and especially on an examination of the buying habits 
of 684 selected families. However, a city merchant usually finds his patron- 
age limited to one group in his city and cannot extend his market to reach 
all groups. He may sell to the wealthy, the middle class, or the poor. He may 
even sell to only a small group within one of these classes. Because the 
buying processes differ with individuals’ wealth, standards of life, and social 
backgrounds, the very fact that one group patronizes a given store tends 
to discourage the patronage of those outside that group. For this reason a 
merchant is more irfterested in the buying habits of various social and eco- 
nomic groups than the habits of the community as a whole. Furthermore, 
since a merchant may be selling a specialized line of merchandise, he is par- 
ticularly interested in these buying habits with respect to his line of goods. 
With these problems of groups and of kinds of merchandise the balance of 
the paper will deal. 


Delaware is a typical Ohio city of about 2800 homes and 10,000 popu- 
lation. Surrounded by a prosperous farming community for which it is a 
trading center, Delaware is connected by good roads, train, and traction ser- 
vice with the capital city of Columbus, twenty-five miles to the south, as well 
as other large Ohio cities. Delaware has a large university population in 
addition to some industrial and residential population. According to their 
buying habits,, the populace of Delaware can be divided into five principal 
groups varying quite widely as to income, business relations, standards of 
living, and social status. Information on incomes was obtained from income 
tax returns and pay-rolls. Business relations were judged by membership in 
the Chamber of Commerce and by occupation or profession. No separate 
study was made of standards of living. The location of residence, amount 
of income, and nature of occupation give quite reliable indications of these 
standards. In this connection it might be noted that groups A, B, and C 
are taken from selected streets, not always contiguous, while groups D and 
E make up well defined geographic portions of the city. 


Group A. Group A comprises about one fifth of the total population and 
is made up almost entirely of local merchants, manufacturers, and business 
executives, representing together over half of the total reported Chamber of 
Commerce membership. The individual incomes in this group vary (1926) 
from $2000 to $6000 per year. This group has direct interests in the busi- 
nesses of Delaware, and hence in home trading. 


Group B. This group includes a fifth of the city’s population, being 
made up largely of people connected with the University, of school teachers, 
professional men, retired farmers and ministers. Of the total reported Cham- 
ber of Commerce membership, this group holds only a fourth. Its income 
range is from $2000 to $5000, with the average income per family probably 
not quite as high as in group A. Group B differs primarily from group A in 
that no business interests directly hold its (B’s) trade in Delaware. 


Group C. Including about 30% of the city population, group C is made 
up of skilled artisans, people in junior executive and secretarial positions, and 
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owners of small businesses. It has one eighth of the Chamber of Commerce 
enrollment and its members receive incomes of from $1500 to $2000. With 
this group there is some trade-at-home appeal by virtue of business interests, 
direct and indirect. 


Group D. This group contains a fifth of the city’s population and is 
composed of laborers, mostly unskilled, but regularly employed in factories. 
A very few hold Chamber of Commerce memberships. The average income 
is about $1200 per year. Few, if any, of this group buy locally because of 
business connections. 


Group E. Group E includes the tenth of the population which is irreg- 
ularly employed. There are in this group no Chamber of Commerce members 
and none who trade locally because of business interests. The average income 
per family is very low—possibly about $750 per year. Both insufficient 
knowledge and lack of ready funds prevent out-of-town buying in any con- 
siderable amount. 


A summary table describing these groups is followed by an examination 
of their buying habits. 


The Population Groups in Delaware 


Percentage 
Average of Income Percentage Approximate 
Approximate Numberof Tax (1925) of Total Annual 
Part of Families Returns Chamber of Income 
Desig- Descrip- Delaware Answering of all Commerce per 
nation tion Population Questionnaire Residents Membership Family 
A Business 
Men 20% 159 45.7% 58.3% $2000-$6000 
B Professional 
People 20% 114 40.6% 23.6% $2000-$5000 
Cc Skilled 
Labor 30% 226 13.0% 12.6% $1500-$2000 
D Factory 
Workers 20% 85 0.7% 5.5% $1000-$1400 
c Irregularly 
Employed 10% a 0.0% 0.0% $ 600-$ 900 


V. The buying habits of these groups 


Where do these groups do their purchasing? For practically all com- 
modities, the business group (A) and irregularly employed group (E) pur- 
chase at home a far greater proportion of what they need than do either of 
the other three groups. In loyalty to home town trade, group E, because of 
its inability to do much out-of-town buying, tops the list with an average of 
92% reporting local purchase of their various needs and, in the case of one 
commodity (children’s shoes), reporting 100%! Of course this group is on 
a low income basis and its purchases are necessarily limited to the bare 
necessities and to inexpensive items. Tho this group does rank a close second 
in mail order buying, nevertheless the great bulk of its purchases are local. 
Likewise, the great majority (89%) of group A’s buying is done at home, 
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tho it ties with group C for. second place in buying at Columbus. Unlike 
group E, the business group (A) is possessed of the necessary cash or credit, 


* transportation facilities, and information that enable it to buy away from 
- home. Nevertheless, this business group is second in steady patronage of 


local merchants. 


In the buying of goods in Columbus, it will be noted that the professional 
group (B) ranks highest with 199%, and the irregularly employed (E) is at 
the bottom of the list with 4%. This may be accounted for in that group B, 
like group A, has the knowledge and ability to seek goods out-of-town. But 
group B does not have, as in the case of group A, the local business interests 


to restrain its out-of-town buying. Group E’s inability to trade out-of-town 


is explained largely on economic grounds. 


? ; 

Another significant fact is the ranking of the factory workers (group D) 
highest (11%) among mail order purchasers, with group E a close second 
(10%). Lacking in time, funds, and means of transport to buy in Columbus 
to the extent that groups A, B, and C do, groups D and E turn to mail order 
buying as their chief alternative to purchasing at home. Also, in the case of 
group D, more of its members (10%) buy in two or more places than do 
the members of any other group, tho group B (8%) is a good second. 


Where Was the Purchasing Done? 


Average percentages* for all items of apparel** 


Population Groups 


A B C D | 

Place of Business Professional Skilled Factory Irregularly 
Purchase Men People Labor Workers Employed 
Delaware 89% 718% 86% 86% 92% 
Columbus 14 19 14 ts} 4 

Mail order houses 1 6 3 11 10 
Elsewhere 2 5 2 6 0 
Two or more places 6 8 5 10 DI 


Reasons for Out-of-town Purchasing 
Average percentages* for all items of apparel** 


Reasons for Population Groups 

Out-of-town -—- 

Purchasing A B Cc D E 
Lower prices 4% 13% 11% 17% 4% 
More style 6 3 1 2 0 
Larger selection 8 1114 8 5 0) 
Better fit - 3 2 1 0 


*Percentages in every case refer to the proportion of those replying (see tables in appendix) 
to a given point or question. 


‘ z P < : 
Items included are: women’s suits, dresses, shoes; men’s suits, overcoats, shoes; hosiery, 


dry goods, house dresses; and children’s shoes, clothing. For other commodities included in 
this study see the tables on page 11 of this paper and also see the appendix tables. 
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Turning to the reasons for out-of-town buying, it is evident that group A 
complains of little except the size of local assortments, while its social coun- 
terpart, group B, complains markedly of both local selection and price. Group ° 
C likewise does its out-of-Delaware buying largely because of supposedly : 
better prices, tho it, too, complains somewhat of the dearth of local selection. 
Group D is most nearly agreed of any of the five groups, and its loud com- 
plaint is high prices. In the case of womens suits and dresses, for example, 
one fifth of its members complain. For this reason almost solely does it turn 
to the mail order house, tho the smallness of Delaware stocks may also be 
an important cause. Group E finds fault with nothing in local merchandising , 
but the height of prices. 


None of the groups found appreciable fault with Delaware salesmanship 
or with the tidiness of local stores. In fact, neither poor salesmanship nor 
untidiness were even mentioned except by group C in the buying of women’s 
suits, dresses and shoes, children’s shoes, and men’s shoes. In the case of this 
group it was only poor salesmanship that was complained of and that only in 
very small degree. 


Summary of buying habits by groups 
Group A—Business Men. 


1. This group is influenced by its own local business interests and is 
conscious of the stress on home buying by various business and civic organ- 
izations. It is the most loyal to home merchants (if one excepts group E 
which is not important because of low purchasing power). 


2. Group A buys practically all staple goods at home, though an eighth 
to a fourth of its members buy style goods in larger cities. Practically no 
purchases are made from mail order houses. 


3. The principal reasons for buying away from home are larger assort- 
ments and better styles. This group seems to feel that local prices are as 
low as elsewhere, considering quality. 


4. A local merchant may increase his business with this group thru 
better-selected merchandise, larger assortments, and advertising stress on 
guality, style, and selection. From the standpoint of profits, tho, it is often- 
times inadvisable to greatly increase the size of the assortments as the local 
buying groups for very high grades of merchandise are usually small, and 
a large part of such assortments, especially of style goods, may have to be 
sold at a loss. 


Group B—Professional People. 


1. Group B is not markedly influenced by local business interests and is’ 
not greatly impressed with the buy-at-home argument. If local merchandise 
does not satisfy in all respects, the members of this group do not hesitate to 
look elsewhere. This group does not feel obligated to look at home before 
buying and is therefore sometimes quite unfamiliar with local stocks. 

2. This group is a large patron of the nearby city when buying style 
goods, and is a fairly large patron of the mail order houses when buying 
semi-style goods and staple goods. 
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3. Group B demands both favorable price and large assortments in style 
goods. In staples it demands the lowest price consistent with high quality. 
In general it may be said that some of the members are interested primarily 
in quality, others in style, and still others in price. 

4. Local merchants can reach this group, first, by offering equally-as-good 
values as nearby cities and a careful selection of styles; second, by adequately 
advertising the items carried and values offered; and third, by imparting a 
friendly atmosphere to their stores. 


Group C—Skilled Labor. 


1. Many in this group have the same business interests as group A, 
though they are not as vitally concerned. On the other hand they receive 
individual incomes which are about half those of group A, so the matter of 
price is very important. This group, however, makes up a fifty percent 
larger part of the total population. 

2. Group C is a good patron of local business and is also a good customer 
of the nearby city. It buys very little from the mail order houses. 

3. Being closely associated with the business group, group C is very apt 
to imitate that group in its buying, though on a lower price basis. Vitally 
interested in costs and also interested in style, this group does its out-of-own 
buying largely in the nearby city in order to seek lower prices and wider 
selections. 

4. The local merchant may reach this group by carrying lower-priced 
style goods and by offering equal-of-city values in staples. Otherwise, the 
merchandising policy should be the same as for group A, remembering, 
though, that price is somewhat more important than selection. However, 
because of the lower-priced merchandise desired, the meeting of out-of-town 
competition should be easier than for groups A or B. 


Group D—Factory Workers. 


1. Though as large in the aggregate as either the business or professional 
groups, yet group D has a much lower per capita income. Its purchases must 
be made largely on a price basis for it is not wealthy enough to seek much in 
the way of style or quality. 


2. In its attempt to make the dollar go as far as possible, group D shops 
for low prices in a number of places in addition to the largest nearby city. 
Being employed full time and finding it more difficult to get away from home, 
this group buys from the mail order houses in the largest proportion of any 
group. Factory workers buy from the nearby cities the least amount of any 
group except the irregularly employed (group E). 


3. Lower prices elsewhere are by far the greatest reason for this group 
buying away from home, though larger selection seems to influence it some- 
what. 


4. The local merchant may reach this group largely through a price appeal 
on relatively low-cost commodities well chosen for usefulness and value. Since 
the buying power per family is small, most of the purchases are necessities, 
though some low-priced luxuries are included. 
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Group E—Irregularly Employed. 


1. Small in the aggregate and with very small purchasing power per fam- 
ily, group E has neither civic interest in home trade nor the means of shopping 
in larger cities. 


2. Group E buys what it can at home, the balance of its patronage going 
almost solely to the mail order houses. 


3. Its only objection to local retailers is their prices. 


4. This group is able to buy only the bare necessities, often in a second- 
hand condition. A merchant selling this group will have to sell low-priced 
staple merchandise and stress low prices in all his advertising and saleswork. 
Bargain counters filled with the shopworn, damaged, second grade, returned, 
and old stock from the rest of the store should prove effective. 


VI. Variations in buying habits according to kinds of 
commodities bought 


The buying habits of all groups vary with the type of merchandise 
bought. These variations are largely due to such factors as style, ability to 
buy on specification, and the furnishing of service. In the following discus- 
sion the commodities are classed as style goods, semi-style goods, and non- 
style goods. . 


A complete analysis of the buying habits in the purchase of wearing 
apparel is given on the following page. There is also a summary table for all 
commodities, including the non-style items. In each table the items of apparel 
are arranged according to men’s, children’s, and women’s wear, no attempt 
having been made to array according to the degree of style involved, tho one 
might put women’s high grade suits and dresses at the one extreme and hard- 
ware or electrical appliances at the other. In between these extremes are the 
other commodities, each involving a different amount of style element. There 
may even be differing amounts of style represented in the goods of a single 
class, some items being sold largely on a “quality of materials and workman- 
ship” basis and others largely on “‘style.” 
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Buying Habits in the Purchase of Apparel 


Percentages of all families interviewed in all groups. 


Men’s Child- Child- Women’s Dry Goods 
Place of Suits & Men’s ren’s ren’s Women’s Suits & & House : 
Purchase Overcoats Shoes Shoes Clothing Shoes Dresses Dresses Hosiery 


= 


Delaware 85% 83% 85% 85% 8514% 8014% 87% 9014 % 


Columbus in Ae 14 EAD meaty] 221, Ven ey, 
Mail order 

houses 514 6 5 4\4 3 314 4\y 34 
Elsewhere wD) 4 wy) 2 3 314 3 34 
Two or more 

places 4\4 4\4 6 5 72) 814 8 A 


Reasons for Out-of-town Purchasing 


Percentages of all families interviewed in all groups 


c 


Men’s Child- Child- Women’s Dry Goods 
Out-of-town Suits & Men’s ren’s ren’s Women’s Suits & & House 
Purchase Overcoats Shoes Shoes Clothing Shoes Dresses Dresses Hosiery 
Lower prices 12% 8% 104% WUYy% YWh%M 12% 9% 82% 
More style 244 2 2 314 314 Lee Alp aed 
Larger selection 11 6 6 IY 8l4 18 8 5 
Better fit 242 2 2 4 5 1 1 


Summary of All* Commodities According to 
Principal Places of Purchase and Reasons for Out-of-town Purchase 


Percentages of families interviewed in all groups 


Reason for Purchase 


Place of Purchase Out-of-town 
Mail order Lower Larger 
Kinds of Commodities Delaware Columbus House Prices Selection 


1. Men’s Suits & Overcoats 85% 11"Y% 5SVA% 12% 11% 
12 6 6 


2. Men’s Shoes 83 8 

3, Children’s Shoes 85 14 5 1014 6 
4. Children’s Clothing 85 1314 44 114 A) 
5. Women’s Shoes 8514 1g 3 yy) 8l4 
6. Women’s Suits & Dresses 8014 22y4 34 iL 18 
7. Dry Goods & House Dresses 87 1214 4l4 9 8 
8. Hosiery 9014 1014 3 8l/, 5 
9. Furniture and Rugs 84/4, 10 3 8 314 
10. Hardware 90 6l4 (7) ) Y 
11. Electrical Appliances 98 2 2 3 VA 
12. Auto Supplies 8614 7 5 4ly VA 


*Note: The first eight commodities are those used in the preceding section of detailed study by 
groups. It should be noticed that these items constitute the apparel or style goods part of 
the whole list of merchandise. 
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Style goods. 


It was found that all buyers of extreme style merchandise did a good part 
of their purchasing in the nearby cities. People wish to shop for style mer- 
chandise among large stocks of goods which they may examine first hand and 
from which they may often select items to actually try on. Consequently, 
very little out-of-town buying of this merchandise is done at the mail order 
houses. The principal habits in the buying of women’s suits and dresses, a 
good example of style goods, are as follows: 


Place of Purchase Population Groups 
C D E 
Business Professional Skilled Factory _Irregularly 
Men People Labor Workers Employed 
Delaware 82% 712% 824% 82% 961% 
Columbus DS 33 18 1444 lly 
Mail order houses 0 wy) 3 12 WA 


Reasons for out-of- 


town purchase Population Groups 

A B C D E 
Lower prices MNA% = 1314% 1314% 20% 614% 
More style 1314 914 wa) 5 0 
Larger selection me 25 1314 12 0 
Better fit 6 8 4 1 0 


Semi-style goods 


Dry goods and house dresses may be taken as an example of merchandise 
with some style element but with far less than in women’s suits and dresses. 
It will be noticed that out-of-town purchasing is less than for extreme style 
- goods and that the buying away from home is more evenly divided between 
the nearby cities and the mail order houses. Inadequacy of local selections 
and styles are given less often as reasons for buying away from home. The 
principal buying habits with regard to dry goods and house dresses are: 


Place of Purchase Population Groups 
A B C D E 
Business. Professional Skilled Factory _Irregularly 
Men People Labor Workers Employed 
Delaware 91% 8014 % 874% 814% =951ID% 
Columbus 1014 22 12 5 3 
Mail order houses VAs 7) 314 A3l4 3 


Reasons for out-of- 


town purchase Population Groups 

A B GC D E 
Lower prices Wy% 13% 14% 16% NWA% 
More style 4 1) 0 1 0 
Larger selection 8 11Yy i) 5 0 
Better fit i Wy 1 0 0 


ies 


wrias 


In this semi-style class of goods one would usually place hosiery and 
men’s shoes, yet the buying habits in regard to these two items show some 
peculiarities. Hosiery is bought locally in abnormally high proportion (90% 
for all five groups). This may be explained in that Delaware is the scene 
of a large amount of house-to-house selling of hosiery. Men’s shoes, on the 
other hand, are purchased in very large proportion (6% for all groups) from 
the mail order houses. : 


Non-style goods 


Hardware, an example of a commodity with practically no style element, 
is purchased at home far more than either of the two preceding classes of 
goods. However, of those who do buy out of town, an even greater part buy 
at the mail order houses and less in the nearby cities. This is because the low 
mail order prices can easily be taken advantage of when goods can be bought 
on specification. The principal buying habits with respect to hardware are: 


Place of Purchase Population Groups 
A B C D E 
Business Professional Skilled Factory Irregularly 
Men People Labor Workers Employed 
Delaware 92% 91% 88% 88% 100% 
Columbus 7 34 8 5 9 
Mail order houses 84 + 4\4 12 0 


Reasons for out-of- 


town purchase Population Groups 

A B C D E 
Lower prices Wy% 614% 54% 12% 0% 
More style 0 0 0 0 0 
Larger selection 0 1 Va) 0 0 
Better fit 0 0) 0 0) 0 


In this non-style class of merchandise, electrical appliances are bought 
at home by a surprisingly large percentage of people. One reason for this is 
that, especially for groups D and E, such merchandise consists almost solely 
of electric bulbs, fuses, etc. which are bought locally for convenience. An- 
other reason is that such appliances as irons, heaters, toasters, percolators, 
fans, and the like, are often bought locally to insure servicing and repairing 
at a minimum of annoyance and expense. 


Summary. 


Out-of-town purchasing of style goods is confined almost entirely to the 
nearby large city. Very little of this trade goes to mail order houses. As the 
element of style decreases in importance, purchasing at nearby cities decreases 
in amount and purchasing at home and of the mail order houses increases in 
amount. In the buying of style goods the consumer wants a large stock to 
select from for he wishes to make a first-hand examination of the goods so 
as to test qualities and inspect workmanship, and he usually wishes to try on 
the article to see if it fits his individual requirements. Non-style goods, on 
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the other hand, can be bought largely on specification and as a result the 
consumer can satisfactorily make his selection from the catalogs of mail order 


houses. Low prices on standardized articles and exclusive features of special- * 


ties are the chief bases for choice by the consumer in buying non-style goods. 


Outside competition for the local merchant varies, then, from the nearby 
city stores for extreme style goods to the mail order houses for non-style 
goods. Knowing what his competition is, the merchant is in a position to 
determine the merchandising methods which will retain for him the maximum 
of local business. In addition to a knowledge of consumer buying habits, 
other valuable guides to merchandising policy are the purchasing, pricing, 
advertising, and selling methods of competitors. 


Outstanding facts from the detailed tables 


Study of the detailed tables (in the appendix) discloses further useful 
facts. The high-lights in regard both to population groups and to kinds of 
commodities involve the following: (1) home trade, (2) nearby city com- 
petition, (3) mail order competition, (4) price as a reason for trading away 
from home, and (5) selection as a reason for out-of-town buying. 


Besides this data given below, the merchant may also find in the detailed 
tables other information of especial signficance in his individual business. 


Home trading proves to be the heaviest (94% and over) in these: 


Mei 8 AStlits ain <OVEECOAEE Soil ine Jccstisteaeinss.ccss eddie oe eae Group E 
intl e nies BOGS 6.0705, Ousd 2b. dications pecan oan age Groups A and E 
W/Omen: s. silits an OPesses 5. 4....5.4 dee ect ae ce Group E 
Dry soods-and house dresses, 2.2.02! ¥.tn. ose ele ee Group E 
lis [o's For dite Nee ee DCRR, eR aaa Me eee Groups A and D 
AUN ALCS geo eat sarees, Zpcantd vec ixatevn sad ana oe So ee Group E 
Blectricalvappltiances’. 14. aidare. adda: Groups A, B, C, D, and E 
PANTIE BUN ES 5 a5 cacy socayax Meigs cose sacencn sa Ate a Group A 


Home trading is the lightest (82% and below) in the following cases: 


Men's suitsand overcoats iit. 2 ae eee Groups B and D 
Mens shoes in 28). Eat et Makin ia come seas ek deh ae ee Group B 
Children ssshoes 2. 8h e At. leech eu a ea Groups B and C 
Children’s ‘clothing .\...)5...2.::ccsl- poten cette een Group B 
WY OMCR i (SNOGS 947.010) as ast nett eee ate ae ee Group B 
NVomen qsdite and dresses | oie rae ca ere Groups A, B, and D 
Dry. goods and house dresses 4, /.. :........12.onnengteen eee eee Group B 
PUPTUCUITE TAR PUGS, - s-7-s Wr cccsstactane ocho ue eet eee oe ee Group C 
ZRUICO SUD DUES, os cot tetsids-santseeacsccacale: ase taaenaeeenas eae Group C » 
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Nearby large city competition is the strongest (17% and over) in these: 


CUE bas AEC age ll rR Groups B and C 
PMC SpIOL IIT a, yes ist achive state ee ek oe eae ete cod Group A 
RA EISCTE SE AIIO’S © 2h sie yu sess sce best- Ve so reag se Groups A, B, and C 
Women 's Suits and dresses .......cccccccccccceesteseeees Groups A, B, and C 
eyo sand: HoUse Cresses- see syecicilis. sco eens Group B 
CEES G ala Stare SS: AES anna te greens nese eC oR ns Group B 


Nearby large city competition is the weakest (412% and less) in these: 


WOME ATIC POMEL COMES jcucctcsa he coz ,ccguesnctcnssat aes caine reer Group E 
1 PST SIP Sle ate ey Ae on re rane pee Corer cane Shae Las) Group E 
(TUDE TS ele! (a1 0117 aa a Group E 
Rte Ces BUNEL ALI CILCSSES. Yaya geyesnvendcarnsmmbavanccalineceosscteepeoante Group E 
Dee OOS ANG HOUSE CL CSSES yc npccdeasncgusncenccastec ce sgmunmectace Group E 
LST SS Rad eta dees: Oat ned Neer ne Ee ec crreT Groups D and E 
1g ESAS 959: dG ee ae Se Sas cas Se? Group B 
ICE LLIGAl- ADPUANCES ..conade-cp cx deees.cresusn, Groups A, B, C, D and E 
Bee UPeUMRAMES INAS SPs 50 8c st65 09 en ccaitv ch ar vacen sad br vaven thos orth Groups A and E 


Mail order competitors get the most trade (10!4% and over) in these: 


tein etter AnGMOVELCOAtS: S85. .atok., MecscotcAtaSarsaehimnsen Group D 
liken fois wi. RR CRN ae ieee ed a oars emt a teier Ser Perret Group E 
OTe Aer aa ese. goin td ghee Wbusssowaas Wigan eae Groups D and E 
eM ccs used Beg axis hon aekenmg atone Groups D and E 
ESTEE SCNT ane A Groups D and E 
Bry oes SUITES: ANC CP ESSES: anf ces cay. v9ets eteaesapen einai ge, Group D 
Dine Socistati NOUSE: CESSES cee oé occa \shcshnnsdinegiudidavevethest a aseve Group D 
LUTE 1S: ac UA lk a OE PE Ch Group D 


Mail order competition is weakest (1% and below) in the following: 


vem ANG ONELCOAUS i406. 80s sce: Soca eanncniers wn Baek ee Group A 
TE LTS S11 RN ee RP LOS Sos Group A 
[EI 96, 9S (oid Te Oi eee Te BEE Group A 
ToS SSIS) atc ee oO Re a i Group A 
Wet Ma CHIC tALNC), CLESSCS cx, 5oc5c2bcvaccespeii cea sefhosesesek Hose sivencatens Group A 
Proms atic MOUSE ALesses 4.05. 0 ss.ssohaadiistanb ctBeauessneneones Group A 
COTTE A kg 2d a peg on ne Group A 
Seas ie ec vote ayaios, corn cua enies Aotson Group E 
| SS ys CLE Sen ne nS Groups A and E 


FUL SETS ThE, SASSO ple Et SR ER Eo RR he RY Group E 
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Local prices are complained most of (15% and over) in the following: 


Men's suits and overcoats wong ice eee ee Groups B and D 
Children’s shOeS" <...::. 0) miter oc cua nie eee Group D 
Children’s clothing cjc.. <5... csoteees Comite se ae ee Group D 
Women's, shoes, 2s /ytve stata etek sn eee, eee Group D 
Women’s suits. and Grepses:.o.9:.;.scscthy abit ae Group D 
Dry,,goods and, house dresses Ys cae. ur tunenatat eae alee Group D 
Figenitire and: Tugs 8003.52) vesctcecgse heavens ee en Group D 


Local prices are least objected to (under 4%) in the following cases: 


Men ’s-sitits-and overcoats itnswucn hinkeees ogee ee ee . Group A 
ety Sgt 55 cacck nc. fen gS sail ucecd ta at Seen ean Group A 
Chrleitems shoes «si. o).\ ceeds comoiadsinicist tae Groups A and E 
Ghildretiis clothing: 9.c.2. 5:20 teh Phe us See ee eta Group E 
Women's sahoes Sits ac atsite occias a eens tretee te cae Group A 
Bry soodsand ‘house Greases 29.50.62. .a0 aati ee Group A 
Bilenitire: aie rcs ities a 8c. op tacseoveer nang MR rae: Group A 
BRC rae ia Momence te fasta ices casvaoacenee ugesttanclbee ake Groups A and E 
J 2) FoPeiu a Tor dlr oy ol Me hee. Rape Ope Ranney see Groups A, C, D, and E 
PRUUO BUD CS. 2M. to Sibi db «ith oteos Seah eerie ade Groups A and E 


Local selection is objected to most (912% and over) in the following: 


Meir siiite ang: OVETCOgts \h),8 sa, dastnce onda Groups A, B, and C 
COANE CLOCLIES kf s7 5 paris chon cast BOIS os wavs ceaneosegueaeten Groups A and B 
DW OPRELNS SHOCR a a7 awh arate keene dN Uo teow name Groups B and C 
Women’s suits and dresses .0..........000cccecceseeee Groups A, B, C, and D 
POY ISOOGS ANOMNOUSCHIPCSSESS . w474.,.ckicc sean eee ee Group B 
TOUTES 9 RRS 5) SA Meee i Ce at Rtn Pome nete ea eterna oe Sear) e77 c< Group B 


Wer s.Siits-and /OVercdatans tuck saicatty. ccmtnuac cin caenahe emma Group E 
IM Gre BURR Y 8 grt Ota carts Sink weit caused amie et mee ee Group E 
Re Bitaten Ss SHOCs irc. ce cd aor ans aa oes ae ee Group E 
Ree Tety BICLOLIMITS: 3 les. ck tu ee ak rae eae ae ae Groups D and E 
RAN GUC SUMNER eh ori les once cpaulls vas Conaunet dhe cae taa ak, eee ee Group E 
Wemetne Sills anc Aressesy sc 5..10). ican ase.) Oncaea Group E 
Dry vooue and. house dresses «, ..5..)....1.0 sens ee eee Group E 
PIO MIERY oie chit feng tet) emma onee, tanta TA Groups A, D, and E 
Pre AUK LUC Sty tee. ates Group C (E not buying) 
Paral: Hetil ae hss ev ete Ane Groups A, B, C, D, and E 
Plcctricaltappltances: Gy.in ak ter oon: Groups A, B, C, D, and E 
PARTOLAUD DINGS Fa MON gins ntti tse te Groups A, B, C, D, and E 
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APPENDIX 


The Detailed Tables of Data 


Men’s Suits and Overcoats 


Population Groups 


A’ be Bes pl Ge ac erie ee 
: Profes- Irregu- | 
T sinleniember Gutermemed meee Business| sional | Skilled | Factory |larly a 
suits and overcoats in each group a People | Labor |Workers} ployed 
‘ 162 [113 |) B26 pe) eee 


Where do the men of a small city 


Percentages of each group 


buy their suits and overcoats? A Bee D E 
Delaware 90% 719% | 864% | 812% | 94% 
Columbus 121, 13% | 11 | 1014 0 
Mail order houses VY 7 | 6 1214 6 
Elsewhere 2 A ape 54 0 
Two or more places 44 a | 4 1014 0 


Why do some men buy their suits 


Percentages of each group 


and overcoats out of town? se A Ie ee 
Lower prices 3% | 16% |14% |19%2%| 6% | 
More style 6 iP2 ‘beg La \ a) | 
Larger selection 11 | 1314>| 42 SAC | 
Better fit 3 Noes ae ie A ae 


Men’s Shoes 


Total number interviewed on men’s 
shoes in each group 


Population Groups — 


A. .- | Belo Ge eee 
Profes- | Irregu- 

Business | sional | Skilled | Factory |larly Em- 
Men People | Labor |Workers| ployed 

{87 [198 Mt eal eee ie 


Where do the men of a small city 
buy their shoes? 


Percentages of each group 


Ac |) Bo | eee 
Delaware 8414% | 76% | 852% | 832% | 861% | 
Columbus an ee Sava ek 
Mail order houses s4 | 914 | AY ae 
Elsewhere 24. |. -6l4" | 2ihe saa ee | 
Two or more places 2 | 6422 )4 5 | 6% | 6% | 
Why do some men buy their shoes Percentages of each group 
out of town? A: ~ 1-2 Be [up Ge se SEs eee 
Lower prices 2% | 10% |1012~%|12% | 4V2% | 
More style 5 {ened [a | 2 | 0 | 
Larger selection 7 |) 5 | 6 Ales ee | 
Better fit 5 pee The gaa |_0 
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Children’s Shoes 


Population Groups 


A ag ee a ae 
Profes- | | Irregu- 
ome ae hil Business| sional | Skilled | Factory |larly Em- 
ee ait Me ee, See OE aMen People | Labor |Workers| ployed 
eet ie PL ac ae Se Nas 


Where do the people of a small town 


Percentages of each group 


buy children’s shoes? Ay 1 i ORR Eade 2) oa 
Delaware 95% | 742% | 801.2% | 907% 100% | 
Columbus 10 18 | 18 ie LA SS eS 
Mail order houses 0 87 ae ela Die 
Elsewhere 0 4 ae. oN age Om 
Two or more places : 4 | 4 Boye ae 


Why do some people buy children’s 


Percentages of each group 


shoes out of town? A tl. Bee Ce hie D eine 
Lower prices 314% |11%2~%111% | 19% | 0% | 
More style aI |e i ee? Valea 
Larger selection G5 OV 16a ot a Out 
Better fit 5 ivf fed VA rs 


Children’s Clothing 


Total number interviewed on chil- 
dren’s clothing in each group 


Population Groups 


ge eet ed Oe es Paes 

| Profes- | Irregu- 
Business | sional | Skilled | Factory |larly Em- 
Men _ | People| Labor |Workers| ployed | 
TAT fe 289s fy ROI Oe Ae a 


Where do the people of a small city 


Percentages of each group 


buy children’s clothing? 7 ie Gi: ed oe ee A LAL es 
Delaware 89% | 80% | 86% | 844% | 874% 
Columbus 20 eevee ile ed | 3 | 
Mail order houses 0 eg ee eC A 
Elsewhere I | aoa} Viel es | 0 | 
Two or more places 10 | 4% A) » 6ly 


Why do some people buy children’s 


Percentages of each group 


clothing out of town? 7 Saw aoe sea eta PRT Big gs ical 
Lower prices 8% | 142% | 102% |152% | 0% | 
More style 11 | 2 | 0 bat RO | 
Larger selection 1244 | 10 pedo 1 2s HpenOs ee | 
Better fit iy ee ES: | 0 (ee | 
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Women’s Shoes 


Population Groups 
Wa ea Waa es iia 
B Profes- “ Irregu- 
: ; S usiness | sional | Skilled | Factory |larly Em- 
pe eg we ae schicken People | Labor |Workers| ployed 
Ws i eS 85 SET 


Where do the women of a small Percentages of each group 
city buy their shoes? A. | SBy oc) Ganl> woe eee 
Delaware 87% | 794% | 862% | 88% | 86% | 
Columbus 17 | 22 | 18 8 eaee | 
Mail order houses VY. | 4 | WA | Yee) 
Elsewhere Uae | 2 | 26 | : | 
Two or more places 104% |11 7 13 
Why do some women buy their shoes Percentages of each group 
out of town? A. | 2B Saar ae ee 
Lower prices 3% | Wy%|11WYSWI1NMAG| 44% | 
More style Sere oe aa oe es TA | 
Larger selection a [Og i Qa = LO | 
Better fit 5 [3 4% | | 0 
Women’s Suits and Dresses 
Population Groups 
AS) EB AC so Dery eae 
rofes- | Irregu- 
Total maa iy ,.| Business| sional | Skilled | Factory |larly Em- 
otal number interviewed on women’s| 44,1, People| Labor |Workers| ployed 


suits and dresses in each group 


181 | 124 2555 [84 7} een eae 


Where do the women of a small city Percentages of each group 


buy their suits and dresses? A. |. B. | 2G Sa 
Delaware 82% | 722% | 824% | 82% | 9672% | | 
Columbus 25 | 33 | 18 | 1444 | 74 
Mail order houses 0 ee ea | 
Elsewhere A IO} eee ae 


Two or more places 


8Y, | 11% 


Why do some women buy their suits | Percentages of each group 

and dresses out of town? Se ae a RS ee 

Lower prices 4% |13%2%|13Y%2%| 20% | 62% | 

More style NE ae Se Ae | 0 | 

Larger selection 23 ees [Aes | ia a | 

Better fit 6 8 4 1 0 het 
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Dry Goods and House Dresses 


Population Groups 


EN a FS aol Be Re ae aie a 
, es: | Irregu- 
Total number interviewed on ure Business| sional | Skilled | Factory {larly Em- 
goods and house dresses in eac Tied People| Labor |Workers| ployed 
Bee Pose lec ee he eh Oho 
Where do the women of a small city Percentages of each group 
buy dry goods and house dresses? Aeck soba ol  Ol (ap eras 


| 

Delaware 91% | 8014% | 8714% | 8714. % | 952% | 

Columbus 10l4 | 22° | 12 Hees baa | 

Mail order houses ali6l4. “e305 P itele ies | 

Elsewhere 2% | 4 ke a ee to | 
_Two or more places | 10 hed 


a Toy es (ele mead VY, 


Why do some women buy dry goods 


Percentages of each group 


and house dresses out of town? At) Be OF =. De ius eee 
Lower prices MW4%| 13% | WA%| 16% | M"%y% | 
More style 4 ee ER bere | O | 
Larger selection 8 eee eee nate hose | O | 
Better fit 1 Cato SS ae: ee) 
Hosiery 
Population Groups 
ie oA Dials Ce Peay ban 
Profes- ie se 
. Business| sional | Skilled | Factory |larly Em- 
Bee ee interviewed on hosiery Men People| Labor |Workers| ployed 
eatay hic hI cir O50: sic a7 Meee 
Where do the people of a small city Percentages of each group 
buy hosiery? Al Be he Cs ae ar ee 
Delaware 93% | 83% | 91% | 93% | 91% | 
Columbus 1014 | 181% | 10 ee ean O | 
Mail order houses Weel 558 pot Li tine iD | 
Elsewhere Woe 15. (2 [SU Hee | 
Two or more places 605. |.13t4 ea fo S.9 0 | 


Why do some people buy hosiery 


Percentages of each group 


out of town? OTA 


Bn te ee eae 


Lower prices 


4% |12,% | 74% | 124%] 44% | 


More style VY | 


lV, | | 0 


Larger selection 


Furniture and Rugs 


Population Groups 4 
Wd a a a ee 
Profes- i | Mes 
Total number interviewed on furni-| Business} sional | Skilled | Factory arly Em- 
ture and rugs in each ‘group Men People | Labor |Workers| ployed 
176. | 119 | aay foc aoe ae 


= 


“Where do the people of a small city Percentages of each group 


buy furniture and rugs? Ave | Bat, 8Gt eee ee Ss 
Del ware 89% | 824,% | 82% | 862% | *% | 
Columbus 10 Eee a i | 
Mail order houses 1 [3% | WA p10 | | 
Elsewhere 1 ea ok ee | 

| | 


Two or more places AL peta Ty 5 


a 


Why do some people buy furniture Percentages of each group 
and rugs out of town? A | Boole GD ee 
Lower prices 214% | 12% =| 1% | 199%. 1 Ao 
More style 1 | 0 [2 34 [S14 | 
Larger selection 5 [4 ees | | 64% | | 
Better fit 1 ae) Lae) | | 
*Group E purchases practically no furniture and rugs first hand. 
Hardware 
Population Groups 
Se Sea ee 
Profes- | - Je ‘ 
Business | sional | Skilled | Factory |larly Em- 
Total number interviewed on hard- ye People | Labor (Workers! played 


ware in each group 


re ee a ee eae shmal 


Where do the people of a small city Percentages of each group 

buy hardware? A’ |. Bo...) 3G "= Deen 
Delaware 92% | 91% | 88% | 88% | 100% | 
Columbus i) | a al as Loves a PS | 
Mail order houses sly | . | 4 | 12 po Fe al 
Elsewhere Wy | VY | 2 | aa a 
Two or more places 6 | | no 
Why do some people buy hardware Percentages of each group 

out of town? A | “Br shi Gee a ee 
Lower prices Y% | 62% | 5V2%| 12% | 0% | 
More style | | | | 
Larger selection 0 lee | 4a |, oO | 
Better fit | | | | | 
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Electrical Appliances 


Population Groups 


OTE al 5 Si 9 eae Og id Se ee 

Profes- | Irregu- | 

. eee | Business| sional | Skilled | Factory |larly Em-| 

en ee a erec’ | Men People | Labor |Workers| ployed | 
as cee Pion FEO SON ese ml 
os, 


Where do the people of a small city Percentages of each group 


buy electrical appliances? fe Bee D Eee 
Delaware | 94% | 95% | 96% | 99% | 
Columbus | 4 | 4 aes 1 | 
Mail order houses ee ie? 4 0 | 
Elsewhere es [Patt toa 0 | 
Two or more places ieee ae 4 0 | 
Why do some people buy electrical Percentages of each group 

appliances out of town? BA tee ae ee 
Lower prices 1% | 3A%| 3Y%~% | 1N%| 0% | 
More style | | | | | 
Larger selection 0 (ee A a ee LO | 
Better fit | | | | | 


Auto Supplies 


Population Groups 


Aor |e Bae tore oy ae eee 
Profes- Irregu- | 
: : Business | sional | Skilled | Factory |larly Em- 
Total number interviewed on aut y be 
ee intcach group Ee Phe ee EES A People| Labor |Workers| ployed | 
131. o) O22) Ts Sea ee ee 
Where do the people of a small city Percentages of each group 
buy auto supplies? A Boat oc D oeeae 
Delaware 94% 89% | 78% 88% | 832% 
Columbus 3 11 pee) 5 [22 | 
Mail order houses 3 10 gait (ere | O 
Elsewhere 1 EV at ae ee | 
Two or more places 1 Ey | 5% 0 5A 
Why do some people buy auto. sup- Percentages of each group 
plies out of town? A aOR Pano, (aL De oh ee 
Lower prices 1Wn% | 62% | 442% | 12% | 0% | 
More style | | i | 
Larger selection 0 ‘teed a, ee a 81 | | 
Better fit | | | | | 
——————————————————— ee 
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